negative characterizations (Roth et al. 1986 ), undesired self-images (Ogilvie 1987) , or stigmatized identities (Goffman 1963 ) that result in losses in esteem or approval.
Individuals differ in their use of the two approaches and various personality inventories capture these differences, most notably measures that tap self-confidence or approval seeking tendencies (Arkin 1981) .
Consumers' susceptibility to normative influence (SNI), defined as the need to identify with others or enhance one's image with products and brands or the willingness to conform to others' expectations regarding purchase decisions (Bearden, Netemeyer, and Teel 1989) , may fit a class of personality inventories referenced by Arkin (1981) as predictive of self-presentation style. Previous findings suggest that SNI reflects concerns about salient standards, especially in public settings. Those who are more susceptible to normative influence can be more easily persuaded to join others in support of a boycott (Sen, Gurhan-Canli, and Morwitz 2001) . They also value conspicuous product attributes more than do their low SNI counterparts (Batra, Homer, and Kahle 2001) . Despite evidence of its predictive validity, consumer researchers have underutilized this important construct (Batra et al. 2001 ).
We address this gap with three studies that examine SNI as a predictor of selfpresentation style. This investigation is less concerned with social influence processes, per se, than with the effects of influenceability on self-presentation style. The potential contribution of this investigation is threefold. First, this research can potentially contribute to the impression management literature, especially efforts to identify individual difference variables that predict differences in self-presentation style (e.g., Wolfe, Lennox, and Cutler 1986) . Second, by examining a previously unexplored consequence of SNI, this research expands the body of evidence necessary to validate an important but under researched construct (Batra et al. 2001) . "Construct validation ideally requires a pattern of consistent findings involving different researchers using different theoretical structures across a number of different studies," (Carmines and Zeller 1979, p. 24) . Third, this research attempts to extend previous findings that link normative influence to social visibility (e.g., Bearden and Etzel 1982) by investigating SNI in the context of privately consumed products with publicly observable consequences. Bearden et al. (1989) extended McGuire's (1968) research on individual differences in influenceability by developing a scale to capture the multi-dimensionality reflected in studies of interpersonal influences on consumption (e.g., Park and Lessig 1977) . The 12-item scale measures normative and informational influence, the two dimensions of social influence originally proposed by Deutsch and Gerard (1955) .
SUSCEPTIBILITY TO NORMATIVE INFLUENCE AND THE

PROSPECT OF SURVEILLANCE
Because we are interested in understanding antecedents of self-presentation style, our research focuses only on the normative dimension, through the SNI construct.
Scholars have argued that normative pressures coincide with the presence or prospect of a real or imagined audience. For instance, Cohen and Golden (1972) argued that others must be present to maintain surveillance and impose sanctions in order for a normative influence to occur. Burnkrant and Cousineau (1975) suggested that consumers 6 should be most responsive to normative cues when consumption is visible to others who mediate valued rewards. Bourne (1957, p. 218) argued that "the conspicuousness of a product is perhaps the most general attribute bearing on its susceptibility to reference group influence." Bo urne identified social visibility as an important dimension of conspicuousness objects and argued that brand choice is likely to be salient and therefore susceptible to group influence when products are socially visible. Bearden and Etzel (1982) linked types of influence to dimensions of conspicuousness and found that consumers seek normative cues for decisions about publicly consumed products. Batra et al. (2001) provided additional evidence of a relationship between social visibility and normative influence. They used a measure that was "demonstrably similar" to Bearden et al.'s (1989) scale and found the importance of conspicuous attributes to increase with SNI. High SNI subjects valued socially visible attributes like "attractiveness" (as opposed to less noticeable attributes like "durability") more than did their low SNI counterparts. SNI is also related to concerns about others' opinions, compliance with others' expectations, and tendencies to emulate others (Bearden et al. 1989) . The importance of public appearances and others' thoughts and deeds suggests that SNI reflects concerns about managing interpersonal impressions and meeting socially accepted standards. Moreover, the tendency to go along with others suggests a protective self-presentation style (Wolfe et al. 1986 ). Arkin (1981) noted that early examinations of impression management focused almost exclusively on approval-seeking tendencies. Individuals were thought to manage impressions when they desired approval and perceived a high probability of conveying desired impressions. Although there may be multiple means to achieve this end, actors were thought to orient their behaviors toward encouraging others to attribute positive characteristics (Roth, Harris, and Snyder 1988) and desired self-images to them (Carver et al. 1999 ). This acquisitive style of self-presentation (Arkin 1981) , also called selfenhancement (e.g., Wood et al. 1994) , is often associated with efforts to stand out from the crowd. Wolfe et al. (1986) equate acquisitive self-presentation with "getting ahead" and its counterpart, protective self-presentation, with "getting along."
INDIVIDUAL DIFFERENCES IN SELF-PRESENTATION STYLES
Protective self-presentation arises from desires to avoid losing approval or garnering disapproval. Disapproval is likely when actors make unsuccessful attempts to convey desired impressions or they successfully convey impressions that are negatively evaluated by their audiences (Arkin 1981) . Actors who desire approval, but doubt their abilities to discern and enact desired impressions behave cautiously to avoid conveying unfavorable impressions that may result in disapproval. They can repudiate undesired impressions (Roth et al. 1986) or make defensible or innocuous impressions that are unlikely to be challenged, disapproved, or even noticed by others (Arkin 1981) . For instance, investment managers protect their reputations by following popular wisdom and choosing conventional failures over unconventional successes (Keynes 1936) . Indeed, previous research supports the protective nature of conformity. People individuate themselves to achieve gains and conform to avoid losses (Santee and Maslach 1982) .
Actors who lack confidence in their impression monitoring and construction capabilities often resort to protective self-presentation (Arkin 1981) . Various measures that tap negative, self-critical ideation and reflect subjective feelings of interpersonal incompetence and negative performance expectancies coincide with self-protective tendencies (Arkin 1981) . Examples include social anxiety (Schlenker and Leary 1982) , shyness (e.g., Arkin, Lake, and Baumgardner 1986), and low self-esteem (Brown, Collins, and Schmidt 1988; Wood et al. 1994) . Measures specifically relevant to concerns for approval, especially those with items reflecting doubts about interpersonal competence, have also been shown to tap protective interests (Arkin 1981) . For instance, Wolfe et al. (1986) argued that the Concern for Appropriateness Scale (CFA) developed by Lennox and Wolfe (1984) reflects motives underlying self-protection. The two dimensions of CFA reflect sensitivity to social surroundings and efforts to avoid disapproval -two of the main aspects of protective self-presentation.
Like CFA, SNI appears to represent a class of inventories that taps protective interests. Characteristics associated with SNI such as need for affiliation, concerns about self-image, and willingness to conform to others' expectations have been either shown or hypothesized to coincide with protective self-presentation. Indeed, specific items of the SNI scale reflect a reluctance to act without consulting others, thereby capturing protective responses. In addition, Bearden et al. (1989) found SNI to be correlated with self-esteem and the protective social comparison dimension of CFA, two measures that tap protective interests. Based on this discussion, we expect protective self-presentation to be a function of SNI. In particular, we expect high SNI subjects to respond more favorably to protective messages than their low SNI counterparts, but only when consumption outcomes are conspicuous. If consumption outcomes are not subject to surveillance by others, then self-presentational concerns should not be prevalent and SNI should not necessarily predict responsiveness to protective messages.
STUDY 1
We tested this hypothesis in the context of an advertising claims experiment with a 2 (SNI: high vs. low) X 2 (benefit conspicuousness: high vs. low) design. SNI was measured using Bearden et al.'s (1989) 8-item scale and dichotomized by a median split.
Benefit conspicuousness was a within-subjects factor with high and low levels determined by a pretest requiring 45 subjects to rate benefit pairs for six product types.
Subjects used a 5-point bipolar scale to indicate the extent to which other people would notice one benefit more than the other. Based on the results, we chose the mouthwash category and benefits. Table 1 summarizes the pretest alternatives and results.
Method
Forty undergraduate students enrolled in an introductory marketing course were recruited to partake in the actual experiment. Participants were scheduled in groups of 10 to engage in an hour-long session involving four ostensibly unrelated research projects.
The first task was a "Personality Questionnaire" containing the eight-item SNI Scale (α = .90) and other individual difference measures. We dichotomized SNI for the actual experiment (M low = 15.80, M high = 31.25; t 38 = 9.37, p < .01). The second and third tasks were unrelated studies of spatial perceptions and background music, respectively. The final task was the "Advertising Claims Experiment" requiring subjects to indicate their relative preferences for two pairs of ad claims.
During the experiment, subjects viewed two slides for 90 seconds each. The two slides emphasized different benefits reflecting different levels of conspicuousness. Each slide presented a pair of identical product shots, with a different claim above each one.
The two claims on each slide reflected different ways of framing a similar benefit. One claim used acquisitive framing to position the product as enabling the user to achieve a positive outcome. The other claim used protective framing to suggest that product use would prevent a negative outcome. The acquisitive and protective claims for the conspicuous benefit were "freshens your breath" and "prevents bad breath," respectively.
The acquisitive and protective claims for the inconspicuous benefit were "promotes healthy gums" and "prevents gingivitis," respectively. Presentation order for claims and benefits varied across the four groups of subjects.
After viewing each pair of claims, subjects indicated their relative preferences by answering four questions on a five-point scale ranging from (-2: A much more than B) to (+2: B much more than A). Subjects compared claims in terms of their appeal, importance, persuasiveness, and likelihood of success in the marketplace. Responses to these items were combined to form a four-item index, which was internally consistent for the high (α = .94) and low (α = .93) conspicuousness benefits.
Results and Discussion
We used the full MANOVA model to test for the hypothesized effect of SNI and benefit conspicuousness on reactions to protective messages. The analysis included two order variables to control for presentation order of claims and benefits. No significant effects were associated with either order variable.
Our analysis revealed a significant interaction between SNI and conspicuousness (F(1, 32) = 13.33, p < .01, ω 2 =.24). The data presented in Table 2 show a crossover interaction between SNI and benefit conspicuousness. We predicted that subjects' who were highly susceptible to normative influence would respond more favorably to protective claims than their low SNI counterparts, but only when the advertised benefit was conspicuous. A separate planned contrast of the repeated measures supports this expectation. When the advertised benefit was conspicuous, high SNI subjects responded more favorably to protective claim than did low SNI subjects (F(1, 32) = 4.15, p < .05, ω 2 =.08). The same pattern did not hold for the inconspicuous benefit. In fact, high SNI subjects were less likely than low SNI subjects to prefer the protective claim (F(1, 32) = 7.72, p < .01, ω 2 =.14). Although this unexpected result is not easily explainable, it does not necessarily contradict our theory. Effects of SNI on responses to messages about inconspicuous benefits are not easily attributable to concerns about self-presentation.
Findings from this experiment support our contention that consumers who are highly susceptible to normative influence are especially concerned about avoiding negative outcomes that are visible to others. Our finding that some consumers seek to avoid public failures is consistent with previous theorizing that avoiding embarrassment is a powerful social motive (e.g., Goffman 1956; Modigliani 1971) that affects consumer behavior (e.g., Dahl, Manchanda, and Argo 2001; Wilson and West 1981) .
We can only draw tentative conclusions from this experiment because of limitations associated with our experimental design. Recall that we administered a personality questionnaire before we administered two unrelated experiments and an ostensibly unrelated advertising claims experiment. Despite our efforts to mask our intent and reduce the threat of subjects discerning our research hypotheses, there may be the potential for demand bias associated with a within-subjects factor as the key treatment condition (as was the case with the benefit conspicuousness factor in this study). Our dependent variable was a bipolar index of favorability that forced subjects to choose between protective and acquisitive messages. However, the two styles are independent (Arkin et al. 1986 ). High SNI consumers may actually be more concerned about avoiding disapproval and gaining approval than are their low SNI counterparts. However, our dependent measure precluded this pattern of results. We, therefore, conduct a second study to address the limitations and extend the findings of Study 1.
STUDY 2
Our objectives for Study 2 are threefold. One objective is to replicate the results of Study 1 with an experiment designed to eliminate demand bias as an explanation for our findings. The second objective is to extend the results of Study 2 by investigating whether or not social influence cues would moderate the effect of SNI on subjects' evaluations of messages that appeal to different self-presentation styles. The third objective is to see if the unexpected finding from Study 1 would replicate when responses to protective and acquisitive messages are allowed to be independent.
SNI involves a willingness to conform to others' expectations (Bearden et al. 1989 ). Information about others' expectations should reduce uncertainty, thereby removing an important barrier to impression efficacy (Schlenker and Leary 1982) . If individuals who are motivated to make desired impressions can easily discern the m, then they should more readily pursue an acquisitive self-presentation style, assuming they believe they can perform the necessary behaviors (Arkin 1981) . Accordingly, we test whether normative influence cues moderate the effect of SNI on self-presentation style.
In particular, we test whether high SNI subjects respond more favorably to acquisitive messages about conspicuous benefits than do their low SNI counterparts when they believe these noticeable benefits are valued by the ir peers.
Method
An advertising claims experiment with a 2 (SNI: high vs. low) X 2 (benefit conspicuousness: high vs. low) X 2 (message framing: protective vs. acquisitive) X 2 (influence cue: normative vs. informational) X 2 (product category: mouthwash vs. soap) design was conducted to test this hypothesis. SNI, benefit conspicuousness, message framing, and influence cue were between-subjects factors; and product category was a within-subjects factor. Product categories were chosen based on pretest results, except soap was substituted as a gender-neutral alternative with similar benefits as skin gel.
Two hundred eighty undergraduate students registered for an hour-long session involving four ostensibly unrelated tasks. The first task was a "Personality Questionnaire" containing the eight-item SNI Scale (α = .90) and other individual difference measures. We dichotomized SNI for the actual experiment (M low = 15.80, M high = 31.25; t 278 = 24.80, p < .01). The second and third tasks were unrelated studies of consumer choice and attitudes, respectively. The final task was the "Advertising Claims Experiment" requiring subjects to evaluate ad claims for two products.
The advertising claims experiment was a self-paced task requiring subjects to evaluate two stimuli containing a product shot, positioning claim, and a sub-caption to justify the chosen claim. The two stimuli depicted different product categories.
Participants received a booklet corresponding to one of 16 experimental conditions, each reflecting a different combination of four factors: benefit conspicuousness (high or low), message framing (protective or acquisitive), influence cue (normative or informational), and presentation order. The acquisitive and protective claims for the conspicuous mouthwash benefit were "freshens your breath" and "prevents bad breath," respectively.
The acquisitive and protective claims for the inconspicuous mouthwash benefit were "causes healthier gums" and "prevents gingivitis," respectively. The acquisitive and protective claims for the conspicuous soap benefit were "cleanses your skin" and "prevents blemishes," respectively. The acquisitive and protective claims for the inconspicuous soap benefit were "moisturizes your skin" and "prevents dryness," respectively. Influence cues were presented in sub-captions beneath the primary ad claim. Participants were told either that the benefit was "Rated as the most important benefit in a recent survey of college students" (normative cue) or that the product was "Clinically proven" to deliver the advertised benefit (informational cue).
After participants saw each stimulus, they were instructed to use a 7-point scale to indicate their level of agreement with four statements about the product claim.
Participants evaluated each product claim based on its appeal, importance, persuasiveness, and likelihood of success in the marketplace. Responses to these items were combined to form the dependent measure (α = .80). Participants also answered an open-ended question asking them to justify their evaluations of each product claim.
Results and Discussion
We used planned contrasts to test the hypothesized effects of SNI on evaluations of protective and acquisitive messages about conspicuous and inconspicuous benefits. Table 3 summarizes relevant effects in our planned contrast strategy. Our primary prediction was that the effect of SNI on evaluations of protective messages about conspicuous benefits (Effect 1) would be positive and greater (i.e., more positive) than its effects on evaluations of protective messages about inconspicuous benefits (Effect 2), acquisitive messages about conspicuous benefits (Effect 3), and acquisitive messages about inconspicuous benefits (Effect 4). A secondary analysis tested whether normative influence cues would moderate the effect of SNI on evaluations of acquisitive messages about highly conspicuous benefits. This prediction was not supported.
2 Moreover, product category and presentation order did not affect any of the planned contrasts, so we collapsed across all three factors in our analysis. Table 4 reports the means and standard deviations for ad evaluations across experimental conditions (broken out by product replicate). An inspection of the means reported in Table 4 shows that our prediction regarding the effects of SNI on evaluations of protective and acquisitive messages about conspicuous and inconspicuous benefits was supported. First, as SNI increased evaluations of protective claims about conspicuous benefits also increased (F(1, 264) = 26.85, p < .01, ω 2 =.08). Second, this effect was larger than the average effect of SNI across the other three conditions (F(1, 264) = 17.36, p < .01, ω 2 =.06), which were all statistically insignificant (Fs < 1). This pattern of results holds across product replicates, thereby supporting the hypothesized relationship between SNI and self-protection. For both product replicates, higher SNI led to higher evaluations of protective messages about conspicuous benefits.
--------------------------------Insert Table 3 about here --------------------------------
--------------------------------Insert Table 4 about here --------------------------------
We also sought to understand the unexpected finding from Study 1. However, we did not find a significant negative effect of SNI on responses to protective messages about inconspicuous benefits (Effect 2) nor did we find a significant positive effect of SNI on responses to acquisitive messages about inconspicuous benefits (Effect 4). Based on these results, we believe that the unexpected finding from Study 1 was an anomaly caused by our dependent measure forcing subjects to choose between the two selfpresentation styles. According to Arkin et al. (1986) , the two styles are independent. In Study 1, evaluations of one type of message were dependent on evaluations of the other, thereby violating the criterion of independence.
The results of two experiments suggest that aversion to negative attributions increases with SNI. We interpret this aversion as evidence that highly influenceable consumers strive to avoid deviating in the wrong social direction. However, due to the problematic social influence manipulation used in this study, we have evidence that SNI predicts avoidance of negative attributions but no evidence that it predicts adherence to salient standards. Why are high SNI consumers more averse to negative attributions than their low SNI counterparts? Are we correct in attributing this aversion to their desires to avoid garnering disapproval by standing out on the wrong dimensions or do they avoid being characterized in negative terms regardless of what others are doing? For instance, would high SNI consumers worry about preventing bad breath (a negative attribution) if their peers did not care about personal hygiene or if bad breath was not stigmatized? We address these questions in Study 3 by distinguishing efforts to avoid negative attributions per se from attempts to blend in with the crowd; and determine which approach is more closely associated with SNI.
STUDY 3
We conducted a correlational study to understand the self-presentational goals of influenceable consumers. In this study, we administered the SNI Scale and Roth et al.'s (1986) 20-item Self-Presentation Scale (SPS) to 88 undergraduate students. The SPS measures individuals' tendencies to make unrealistically positive self-presentations by either attributing positive but unlikely traits to themselves (attributive tactics) or denying the presence of negative traits that are most likely to be true (repudiative tactics). High scores on either dimension are viewed as evidence of deceptive self-presentation. After we administered the SPS, we asked respondents to indicate the extent to which each SPS item applies to "most people." We summed the item-by-item differences between their self-perceptions and their perceptions of others in order to ascertain the extent to which respondents were willing to portray themselves as better than others on the two SPS dimensions.
If influenceability primarily reflects desires to avoid negative attributions, then SNI should be positively correlated with the use of repudiative tactics and more highly correlated with the repudiative than the attributive dimension of the SPS. On the other hand, if influenceability primarily reflects desires to fit in with others, then SNI should be negatively correlated with both SPS dimensions, especially after controlling for respondents' perceptions of others. Finally, it is not clear how the relationship between SNI and self-protection would be supported if SNI is positively correlated with the attributive dimension, uncorrelated with the repudiative dimension, and positively correlated with responses that differentiate respondents from others.
Results and Discussion
Across three studies, SNI exhibited high reliability (α = .90, M = 24.22, SD = 8.78). However, reliabilities for the SPS measures ranged from .54 to .69 and fell below the threshold for satisfactory reliability (α > .70) recommended by Nunnally (1978) .
3 To address the problem of attenuated relationships involving unreliable measures, we calculated disattenuated correlations between SNI and each measure. The attenuated and disattenuated correlations reported in Table 5 suggest similar conclusions about direction and statistical significance. However, the following discussion involves only disattenuated correlations, which more accurately reflect the magnitude of relationships.
The correlations reported in Table 5 provide evidence of self-protection, but fail to support the notion that influenceable consumers avoid negative attributions, per se.
SNI is negatively correlated with the use of repudiative tactics (r = -.52, p < .01). These findings suggest that consumers who are easily influenced by others are unlikely to deny negative characteristics that are probably true. In fact the observed correlations suggest that influenceable consumers are more likely to describe themselves in unrealistically positive terms than to deny negative characteristics that probably apply to them. The pattern of correlations is more consistent with the notion that influenceable consumers protect themselves by attempting to blend in with the crowd. Not only is SNI negatively correlated with the use of repudiative tactics, it is also inversely related to tendencies to both deny the presence of unfavorable traits that apply to most people (r = -.53, p < .01) and to describe one's self with favorable characteristics that do not apply to others (r = -.35, p < .05). In short, compared to their less influenceable counterparts, highly influenceable consumers appear more reluctant to differentiate themselves from others. Table 5 about here
In summary, the results of Study 3 suggest that influenceable consumers do not go out of their way to avoid negative attributions, per se, but they may try to avoid the negative inferences associated with deviating from salient norms. The observed pattern of correlations is consistent with the notion that influenceability is associated with protective self-presentation, especially efforts to blend in by making innocuous selfpresentations that are unlikely to be questioned or discounted. Indeed, scholars from various disciplines recognize the protective nature of conformity (e.g., Keynes 1936; Santee and Maslach 1982) .
GENERAL DISCUSSION
This article examined the relationship between influenceability and selfpresentation style. Findings from three studies suggest that SNI reflects a protective style of self-presentation characterized by efforts to avoid self-presentations that are likely to be criticized, challenged, or discounted by others. Studies 1 and 2 show that preferences for products that facilitate self-protection (i.e., prevent negative outcomes that are noticeable to others) increase with SNI. Study 3 shows that SNI is inversely related to tendencies to make exaggerated self-presentations, especially those that result in greater differentiation from others. Findings from this study suggest that influenceable consumers are not driven as much by desires to avoid negative attributions per se than by desires to avoid the negative inferences associated with standing out on the wrong dimensions. Interestingly, we found no evidence that SNI is related to acquisitive selfpresentation or attributive tactics of self-enhancement. In our studies, SNI appears to be associated with concerns about falling out of favor, but unrelated to desires to gain favor with others.
Our findings contribute to psychological research on self-presentation style (e.g., Arkin 1981) in two ways. First by linking SNI to protective self-presentation, our research complements other efforts to identify individual difference variables that predict self-presentation style (e.g., Arkin et al. 1986; Wood et al. 1994) . With the exception of Wolfe et al. (1986) , few researchers have looked beyond shyness and self-esteem at other individual difference predictors of self-presentation style, in general and protective selfpresentation, in particular. Second, our research considers how Roth et al.'s (1986) distinction between attributive and repudiative self-presentation tactics relates to Arkin's (1981) distinction between acquisitive and protective self-presentation styles. Roth and colleagues (1988) acknowledge a potential correspondence between the two selfpresentation tactics and the two self-presentation styles. However, the relatio nship may not be as straightforward as it appears (Roth et al. 1986 ). We argue that the propensity to use either tactic is inconsistent with protective self-presentation because each involves unrealistic self-portrayals that are noticeable and contestable. Efforts to repudiate negative attributions are instances of protective self-presentation only when such efforts enable presenters to avoid standing out on the wrong dimensions.
Our research also contributes to consumer research on susceptibility to normative influence (e.g., Bearden et al. 1989) . We examined the effects of SNI on selfpresentation style and uncovered a link between SNI and self-protection. Additional research is needed to further our understanding of influenceable consumers. Our research also contributes to consumer research by demonstrating that SNI can affect consumers' reactions to products consumed in private settings. Previous studies (e.g., Batra et al. 2001; Bearden and Etzel 1982) have found the effects of SNI to obtain only for products consumed in public settings. However since the prospect of surveillance exists whenever consumption outcomes are easily noticeable, effects of SNI should also obtain for 22 privately consumed products as long as they offer benefits that extend to public settings. Note.
-Each "Effect" is determined by deducting the value of the cell on the right from the value of the corresponding cell on the left. Effect 1 is hypothesized to be greater than zero and larger than Effects 2-4. but only when the advertised benefit was inconspicuous (F(1, 264) = 4.18, p < .05, ω 2 =.01). Effect 4 was negative when an informational cue was given and zero when a normative cue was given. In general, subjects responded less favorably to the normative cue than to the informational cue (F(1, 248) = 13.58, p < .01, ω 2 =.04). Many subjects indicated that the normative cue was inappropriate for products with medicinal benefits.
However, high SNI subjects were less averse to the normative cue than were their low SNI counterparts (F(1, 248) = 5.99, p < .05, ω 2 =.02).
